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 Humor is a commonly used communication tool in the domestic and foreign 
advertisements. However, marketers knew little about the use and effectiveness in 
foreign markets. Therefore, How can humor advertisements be effectively accepted 
and appreciated by foreign people and reach the goal of persuasion become a 
emergent problem to be resolved. 
There have been much researches about humor ads and the comparison between 
Chinese and Western, but most of them took the methods of literature review，case 
study and content analysis. All the researches focus on the cross-cultural difference of 
humor ads, but pay little attention to the effectiveness of humor for ads . What makes 
this paper special is the new perspective,focusing on the comparison study of humor 
mechanism of cross-culture advertisements. This paper takes the method of case study, 
accompanied by the comments from Youku.com and Youtube.com , also this paper 
takes some objective index to select the samples from Youku.com and Youtube.com  
by view counts and percentage of the likings. At last ,we drew 14 items from China, 
and 15 from Western Countries. 
We draw some conclusions: First, among the incongruity-resolved ads, Distraction 
and Focus —Chinese humor, with many “results” and diverse rendering; While 
Western ,with the only “result” and clear objective. Secondly, Public and 
Private—When dealing with interpersonal relationships, Western humor ads take the 
expression techniques of “publicly fighting”,so as to display the value of competition 
and equity; while Chinese prefer to take the way of “privately being satisfied”,  
avoiding to disturb the interpersonal balance. Thirdly, as for Coincident humor ads 
——Chinese humor ads make fun of formality, with funny words and actions; while 
Western humor ads have a very serious logic, with the better design of plots. Fourth, 
As for the sex humor ads , Chinese humor ads deal with sex in an indirect and vague 
manner and ;while Western humor ads have a great preference for sex used in humor 















like to follow the rules subjectively, and destroy the power and image of superior with 
the objective phenomenons,which happen in a normal way; While westerners prefer 
to take the public way to challenge the power of superior subjectively. 
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第一章  绪论 
1.1 研究背景 




Weinberger and Parsons 1997）。近些年来，幽默广告的快速发展和流行，不断展
现出它非同一般的魅力，影响力不容小觑。 
尽管如此，理论界所持的态度却相对保守，早在 20 世纪 60 年代，Ogilvy、







外学者 Dana L Alden, Wayne D. Hoyer, & Choi Lee 曾对东西方幽默广告做过
编码内容分析，但这些都只是在描述中西幽默广告文化的表现技巧与现象，而并
没有深入到更深层次的内涵。 鉴于此，本文创新之处在于聚焦于跨文化广告幽






























理论上，本研究将主要利用个案分析法，结合 Youku 和 Youtube 评论以及专家访
谈法，对跨文化幽默广告的幽默机制进行对比研究。期望能将这些零碎的现象描
述，结合文化价值观思考，整合为系统化和整体性的框架。 
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